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Chapter IV: Rural Tourism Development

Note: It is important to review the resource material in Chapter V: Agritourism; Chapter
VI: Nature Tourism and Chapter VII: Heritage and Cultural Tourism because some of the
material is not repeated in every chapter. Also, contact the local Extension Office and
Visitor’s Bureau to locate contacts at the local and state level.

Tourism: Putting the Pieces Together

Tourism Policy Council in conjunction with the National Performance Review.

This publication provides background to the White House Conference on Travel and
Tourism. It presents information on the tourism industry, promotion, barriers,
environment, safety and the future development strategy.

Available from James A. Maetzold at (202) 720-2307 or jim.maetzold@usda.gov

Stories Across America: Opportunities for Rural Tourism

National Trust for Historic Preservation and the American Express Company

This publication includes the stories of rural regions and small communities that have
developed successful tourism programs. It is designed like a guide book listing the
names and phone numbers of the people that were involved in developing these success
stories.

Available at www.nal.usda.gov/ric/ricpubs/stories.htm or contacting Jim Maetzold at
202-720-2307 or jim.maetzold@usda.gov for a 4-color copy.

The Craft Heritage Trails of Western North Carolina: Back roads and scenic byways to
some of the most beautiful handmade objects in the world.

Published by HandMade in America

This is a 120- page guidebook to studios, galleries, restaurants and historic inns in
western NC. More information and copies of the publication area available from
HandMade in America '

Website: www.wnccrafts.org

Becky Anderson

P.O. Box 2089

Asheville, NC, 28802

Ph: (828) 252-0121

Forming a Recreation or Tourism Association in New York State

Sea Grant Tourism February 1991

Cornell University and State University of New York

By Diane M. Kuehn

This report offers advice to interested parties about the process of becoming a not for
profit or incorporated tourism association in New York State.

Available from: New York Sea Grant, Swetman Hall, SUNY College of Oswego,
Oswego, NY 13126 or calling Diane Kuhen 315-470-6561 or email dmkuehn@esf edu




Tourism Futures: Looking Qut to 2020

Presented by Dr. Suzanne Cook, TIA

Dr. Cook discusses the changing trends and views of tourists in the U.S.
Available by calling (202) 408-8422 or email scook@tia.org

Trends 2000: 5™ Outdoor Recreation and Tourism Trends Symposium, Shaping the
Future

The 350 participants’ names, telephone numbers, emails, and web sites of the various
universities and research units are posted on the symposium’s website. The website also
provides the symposium proceedings. Available online at: For a list of speakers,
abstracts, and participants attending, go to: www.prr.msu.edu/trends2000

Tourism Development

Rural Information Center (Publication Series-OB 95-19)

NAL, USDA

This publication is a 45-page list of publications, books, and articles on tourism
development. It is available from the National Agriculture Library, or by calling 1-800-
633-7701 or email ric@nalusda.gov

Opening the Door to Tourism

Video, Minnesota Extension Service

In this video rural city mayor and business operators discuss various aspects of tourism.
Available from Tourism Center at www.extwnsion.umn.edu or loan from James A.
Maetzold at (202) 720-2307 or email jim.maetzold@usda.gov

Tourism and Retail Development: Attracting Tourists to Local Businesses
University of Wisconsin Extension

Center for Community Economic Development

By Bill Ryan, Jim Bloms, Jim Hovland, and David Scheler

Available online at:

http://cf.uwex.edu/ces/pubs/pdf/G3713 . PDF

Tourism Development: Your Place in Serving the Visitor

By John S. Baxter

University of Kentucky Cooperative Extension Service (1985)

This publication offers advice on how to make the visitor of your tourism facility feel
welcome.

Available online at: www.msue.msu.edu/imp/modtd/33000130.html

Tourism USA: Guidelines for Tourism Development

University of Missouri, Department of Parks, Recreation and Tourism, University
Extension

This 214-page publication addresses appraising tourism potential, planning for tourism,
assessing products and markets, and marketing tourism. Worksheets are included to
facilitate development of a plan. (out of print)




Available by calling James A. Maetzold at (202) 720-2307 or email at

Turn It Around with Tourism

Video, Minnesota Extension Service

In this video, experts discuss various aspects of tourism development. Some of the points
covered include—quality of the experience, benefits to the community, management of
the resource, and care values of people in the community.

Available from Tourism Center at www.tourism.umn.edu

Q&A About Rural Tourism Development

This book is a compilation of questions generated by a national teleconference on rural
tourism development. Over 100 questions were raised and 60 experts assisted in
preparing answers to these questions which are presented in this book.

Available using the included order form or online at:
www.extension.umn.edu/distribution/resourcesandtourism/DB6184. html

Promoting Tourism in Rural Areas

Rural Information Center (Publication Series No. 60)

April 1998 )

National Agricultural Library

Beltsville, MD 20705

Promoting Tourism is composed of bibliographic citations with annotations, contact lists
of individuals, organizations, and agencies that focus their efforts on tourism and rural
development. A list of selected journals pertinent to the topic is included.

Available electronically at www.nal.usda.gov/ric/ricpubs/ricpubs.htm

Hardcopies available from: 800-633-7701 or (301) 504-5372

National Online Resources for Rural Tourism
This list of online resources of rural tourism is included in the toolkit.

Organizing Resources for Rural Tourism Development: The Importance of Leadership,
Planning, and Technical Assistance

Patrick T. Long and Jonelle S. Nuckolls

Journal of Tourism Recreation Research 19, no. 2 (1994) pp 19-34

Discover America: Tourism and the Environment: A Guide to Challenges and
Opportunities foor Travel Industry Businesses

Commissioned by Discover America Implementation Task Force.

Published by Travel Industry Association of America

Available by contacting www.tia.org

Rural Tourism Handbook: Selected Case studies and Development Guide

U.S. Department of Commerce, USTTA

Out of print but copies are availably from James A. Maetzold at (202) 720-2307 or email
jim.maetzold@usda.gov




Rural Tourism Development Case Studies
Videocassette

Item#: VH-05667

University of Minnesota Extension Service
Available by calling 612-625-8173

Tourism and Its Significance in Local Development

By Phil Alexander

Michigan State University (1986)

ID: E1937

This paper discusses points about benefits and effects of tourism on a community. It
contains a list of resources-people and publications-useful in tourism development.
Available online at: www.msue.msu.edu/imp/modtd/33500046.html

Community Tourism Assessment Handbook

Western Rural Development Center, Oregon State University, 1996

Edited by Jane L. Brass

NAL Call No. G155 U6C65 1994

This assessment book is a nine step guide to determining whether tourism development is
right for your community.

Auvailable at: http://extension.usu.edu/wrdc/ctah/ or by calling 435-797-9732.

Community Tourism Development: A new manual about building tourism in communities
Published by the Tourism Center of the University of Minnesota Extension Service
(2001)

ISBN 1888440155

This manual was developed with information collected from cased studies in 197 rural
communities engaged in tourism development. It is designed to help community groups
expand their knowledge and skills in community tourism development.

Available from the University of Minnesota Extension Service Distribution Center

405 Coffey Hall

1420 Eckles Avenue

St Paul, MN 55108-6068

Ph: (800) 876-8636 -

Email: order@extension.umn.edu

Community Development Strategies for Tourism: An Assessment Tool

By N. R. Sumathi and Geoffrey Wendorf

University of Wisconsin (1995)

ID: G 3645

This publication offers a checklist of factors that should be considered when deciding
whether to embark on a tourism development campaign.

Available online at: www.msue.msu.edu/imp/modtd/33508252.html




Planning for Tourism: A Guide for Vermont Communities

By Robert Manning, School of Natural Resources, University of Vermont

This publication covers planning and environmental and economic impacts of tourism. It
also provides sample surveys for stakeholders.

Available by calling (802) 656-3131

Tourism Planning

By: Daniel J. Stynes and Cynthia O'Halloran

Michigan State University (October 1987)

Extension Bulletin E-2004

This article discusses the community’s role in tourism planning.
Available online at: www.msue.msu.edu/imp/modtd/33000005.html

Enhancing Kansas Communities through Tourism

By Kenneth Albright

ID: L839 (1991)

Paper discusses the role of communities, government and business in developing rural
tourism and its role in rural development.

Available online at: http://www.msue.msu.edu/msue/imp/modtd/33520067.html

Cost Benefit Analysis: Local Tourism Development

By George Goldman, Anthony Nakazawa, and David Taylor
Western Rural Development Center

ID: WREP 147

Available online at: www.msue.msu.edu/imp/modtd/33510407.html

Building Gateway Partnerships: A Process for Shaping the Future of Your Community
By Sue Abbott

Rivers, Trails, and Conservation Assistance, National Park Service

A workbook developed to help communities shape and develop information for local
decision making. The focus is on gateways to Federal lands and parks, but the process
can apply to any location.

Available from:

National Park Service

909 First Avenue

Seattle, Washington 98104

Ph: (206) 220-4122.

Community Guide to Planning and Managing a Scenic Byway

USDOT/FHA

It lists the steps to be taken in developing a scenic highway. A very well prepared
publication.

Available at




The National Scenic Byways Clearinghouse
1440 New York Ave, NW, Suite 202
Washington, DC 20005

Ph: 800-4byways.

Economic Impact of Visitors to Your Community

By George Goldman, Anthony Nakazawa, and David Taylor
Western Rural Development Center

ID: WREP 144

Available online at: www.msue.msu.edu/imp/modtd/33510408.html]

Measuring Tourism Impacts at the Community Level

By Stephen Reiling (Editor)

Maine Agricultural Experiment Station (1992)

ID: Miscellaneous Report 374

Available online at: www.msue.msu.edu/imp/modtd/33519758.html

The Impacts of Tourism
By Glenn Kreag

Sea Grant Minnesota
Study analyzed seven different areas that tourism impacts from economic to community
attitude.

Available by

Minnesota Sea Grant
2305 E Fifth Street
Duluth, MN 55812

Ph: 218-726-8106
Email: seagr@d.umn.edu

Inventorying Existing and Potential Tourism Attractions

By Michael Hedges

Arkansas State University (1991)

ID: FSCDJ17

Available online at: www.msue.msu.edu/imp/modtd/33529773.html

Oh Say Can You See: Visual Assessment Tool Kit for Communities

Scenic America

This publication is designed to help you assess the appearance of your community and
decide what to do to improve it.

Available online at: www.scenic.org by clicking on “publications.”

Hardcopies available by calling, (202) 543-6200

Aesthetics, Community Character and the Law

By Christopher J. Duerksen and Matthew R. Goebel
American Planning Association, Planners Press (July 2000)
ISBN: 0884829341




This book helps land use planners and citizens understand the law of aesthetics and the
legal tools available to help their communities maintain their special features and sense of
place. This book is available from the publisher as well as from other common
booksellers.

Developing an Interpretive Guide for Your Community

Sea Grant, Coastal Tourism Fact Sheet November 1992

Cornell Cooperative Extension and State University of New York

By Diane Kuehn

This fact sheet is designed to guide communities through the development of an easy to
understand, imaginative, and entertaining publication based on their historical, natural,
cultural, or recreational resources.

Available online at: http://www.msue.msu.edu/msue/imp/modtd/33710094.html

Developing Interpretive Signs for Visitors

Sea Grant Tourism February 1993

Cornell University and State University of New York

By Diane M. Kuehn

This report helps communities through the process of developing an interpretive sign
program. Also, it can be applied to local agritourism businesses.

Available by calling 315-341-3041.

National Association for Interpretation (NAI)

NAI exists to foster excellence in interpretation and support the interpretative profession.
Interpreters ensure proper communication to people visiting a farm or rural community.
Website: http;//www.interpnet.com

528 South Howes

Fort Collins, CO 80521

Ph: 303-491-6434

Roadside Signs

By Claron Burnett

University of Wisconsin Cooperative Extension Service

33.71

Available online at: www.msue.msu.edu/imp/modtd/33719793.html

Signs That Sell

Frederick H. Rice

University of Wisconsin

This publication discusses signs as an important marketing tool.
Available online at: www.msue.msu.edu/imp/modtd/33719792.html

Information and Traveler Decision Making
By Maureen McDonough and Gary Ackert
Michigan State University (1986)




ID: E1940
This publication discusses information systems and their role in the tourism industry.
Available online at: www.msue.msu.edu/imp/modtd/33710085.html

Managing Tourism Information Systems

By Maureen McDonough and Gary Ackert

Michigan State University (1986)

ID: E1938

This publication discusses how to manage information systems and make them work for
you.

Available online at: www.msue.msu.edu/imp/modtd/33710084.html

Site Development Process

Prepared by Gaylan A. Rasmussen,

Michigan State University Cooperative Extension Service (November 1978)
Extension Bulletin E-1252

This publication identifies and discusses the steps involved in developing a site.
Available online at: www.msue.msu.edu/imp/modtd/33509756.html

Tourism: Greeting the Guest

By Tom Quinn

Michigan State University (January 1986)

Extension Bulletin E-1381

This publication discusses the human relations aspect of tourism.
Available online at: www.msue.msu.edu/imp/modtd/33200016.html

Courtesy is Contagious

By Chad Dawson (1988)

A great 12-page publication of Do’s and Don’ts.

Michigan State University E-2064

Purdue University - HE197

Minnesota - CDF03271

Available online at: www.msue.msu.edu/imp/modtd/33200015.html

Face to Face: Tourism Hospitality Training

University of Arkansas Cooperative Extension Service
AG-128-01-93

By Michael A. Hedges, Kay Kilgore, and Jennifer Roberts
Available online at: www.msue.msu.edu/imp/modtd/33200131.htm]

First and Lasting Impressions

By Mary E. Mennes and Alice F. Kempen

University of Wisconsin (1975)

C2739

This publication provides a checklist of things that most customers like and expect.
Available online at: www.msue.msu.edu/imp/modtd/33209403.html




Discover America: Tourism and the Environment

Travel Industry Association of America (TIA)

This is a guide that takes into account the challenges and opportunities of a travel
industry business. The purpose is to provide insights, motivation, and practical guidance
in a balance of responsibilities to the environment, financial health, and traveler
satisfaction.

Available online at: www.tia.org.

Hardcopies available by calling (202) 408-8422

Planning the Hospitality Program

By Glenn Weaver

University of Missouri

ID: HOO3

Available online at: www.msue.msu.edu/imp/modtd/33209724.html

Sustainable Tourism: Putting the Pieces Together

NCSU Extension Service

This publication is a workbook designed for extension educators and other group leaders.
It contains information on business planning and management, fact sheets, and local
survey results. For information on this agritourism effort, contact Lanny Hass at 919-513-
0479.

Pricing Tourism Products and Services

By Donald Holecek

Michigan State University (1987)

Available online at: www.msue.msu.edu/imp/modtd/33740097.html

Litter Control in a Tourist Area: Methods and Costs

By John Kuehn, Bob McGill, and Don Thacker

Missouri (1979)

ID: 1935 »

Available online at: www.msue.msu.edu/imp/modtd/33800103.html

Rural Tourism: an Annotated Bibliography

By Dennis M. Brown

This bibliography summarizes studies on rural tourism. It includes studies on heritage
tourism, nature-based tourism, agritourism, the economic effects of tourism, and tourism
planning and development.

Available online at: http://www.nal.usda.gov/ric/ricpubs/ricpubs.htm

Tourism Matters: Serving the Tourism Industry of Michigan

A quarterly newsletter addressing all aspects of tourism and rural tourism. Presents
survey results and suggested surveys to assess tourism in your community.

Online at www.tourism.msu.edu

Subscribe at www.msue.msu.edu/stjoseph and click on “Comé&Econ Development”
Or call Sally Carpenter 269-467-5522 or email carpents@msue.msu.edu




Rural Matters

Free magazine that provides excellent case studies on addressing rural needs.
Subscribe at:

http://rural-matters.org

Creating Vibrant Communities and Economies in Rural America.

SRDC, prepared by BO Beaulieu

It paints a portrait of a rural economy that has undergone tremendous change in the past
three to four decades.

Online at www,srdc.msstate.edu/hot/hot.htm

Books on hospitality, tourism and leisure management.
WWW.processrequest.com/apps/redir.asp

Festival Management Course
www.edo.umn.edu and click courses and click tourism or contact
Kent Gustafson 612-625-8274

Prairie Festival XXV
An example of a long running festival.
www.landinstitute.org

2002 National Extension Tourism Conference Proceedings

More than 100 extension researchers, field agents and administrators engaged in tourism
attended the 2002 conference. Papers and abstracts that addressed changes that affect the
travel and tourism industries.

Available online at: www.ag.iastate.edu/centers/rdev/net2002.index.html

SOME WEBSITES

Community Tourism Information, Resources and Websites

“The Community Development Toolbox,” Illinois Tourism Network, and “Developing
Tourism in Your Community,” can be found online at
www.rpts.tamu.edu/tce/commé&tourdev.htm

Travel and Tourism Research Association

The International Association of Travel Research and Marketing Professionals

Website offers accesss to a searchable database by research topic, as well as easy links to
updated association and industry information. It also includes a list of tourism
professionals who are members.

WWww.ttra.com

Ph: 208-429-9511



Business Enterprises for Sustainable Travel (BEST) 2001 Update

This publication contains articles related to sustainable travel. Some examples are:
Stimulation Demand for Sustainable Travel and Tourism Among the Industry’s
Customers: Educating the Consumer and Key Pursuits: Encouraging the Adoption of
Sustainable Practices within the Travel and Tourism Industry

The publication is available online at:
http://www.sustainabletravel.org/press/update2001.pdf

Business Enterprises for Sustainable Travel (BEST)

BEST works to serve as a leading source of knowledge on innovative travel industry
practices that advance community, business, and travelers' interests.

Website: http://www.sustainabletravel.org

Email: michael.seltzer@conference-board.org

National Tourism Foundation Website
http://www.ntfonline.com/

Travel Industry Association of America (TIA)

TIA is a non-profit association that serves as the unifying organization for all components
of the U.S. travel industry. All state tourism bureaus and most county visitor and
convention bureaus are members of TIA and can be located through the web site. Any
farmer, rancher or business involved in tourism, who is a member, is located on the web
site.

Website: www.tia.org.

Ph: (202) 408-8422

National Tour Association Website
http://www.ntaonline.com/

Tourism Resources Website

Rural Information Center

This website provides information on funding programs for tourism, in addition to
tourism data and contacts and various links to other tourism resources and publications.
http://www .nal.usda.gov/ric/ruralres/tourism.htm

Travel and Tourism Resource Association
Website: http://www.ttra.com/

Tourism Research Links by René Walsberg
http://www.walsberg.com/

Minnesota Tourism Center

UMN Extension Service

The Minnesota Tourism Center offers programs and assistance in tourism, business, rural
tourism development, and festivals and events management. It has a variety of
publications, videos, reference materials and educational information.



Website: www.tourism.umn.edu.
Ph: (612) 624-4947

Michigan State University Extension’s Tourism Area of Expertise Team
Website: http://www.tourism.msu.edu

Michigan State University

172 Natural Resources Bldg.

East Lansing, MI 48824-1222

Ph: 517-353-0793

Tourism Educational Materials Website

This website contains a database that provides an inventory of Extension resource
materials related to tourism education
http://www.msue.msu.edu/msue/imp/modtd/mastertd. html

North Carolina Tourism Resources in Education and Development

This website provides various different resources concerning North Carolina state-wide
and national tourism. It includes information on tourism research, hospitality education,
funding opportunities, and specifically agritourism.
http://www.nctourismresources.net/sustainable.htm

Vermont Tourism Data Center
Website: http://snr.uvm.edu/vtdc/
219B George d. Alken Center
University of Vermont
Burlington, VT 05405

Ph: (802) 656-0623

Louisiana Tourism Data Resources
http://www latour.lsu.edu/

Compilation of Extension Tourism Faculty by state available at:
http://www.montana.edu/wwwcommd/faculty. htm

See America Website
This website contains a searchable database of all websites related to US travel.
http://www.seeamerica.org

Scenic America

Scenic America is a national organization dedicated to protecting natural beauty and
distinctive community character. Their website provides information on the organization
and its efforts. It also provides general information on community and highway design,
scenic byways, tree conservation, view protection, and other scenic issues.

Website: http://www.scenic.org/

801 Pennsylvania Ave. SE

Suite 300



Washington, DC 20003
Ph: (202)543-6200

Western States Tourism Policy Council (WSTPC)

The WSTPC is an organization that serves as a forum to identify, research, analyze, and
advocate the travel and tourism related issues of public policy and opinion in the Western
United States. Their website provides success stories, publications and research, and
information on their conferences and other activities.

Website: www.wstpc.org

www.tourismandmore.com

A web site that carries tidbits of information, conference schedules and training course
information. For more information contact:

Peter Tarlow

1218 Merry Oakes

College Station, TX 77840

Ph: 979-764-8402

http://hidalgo.geo.swt.edu/nht and click on “Other Tourism Resources” you will find
some links. The http://hidalgo.geo.swt.edu/nht/Pertbook.htm is a direct link to some farm
and ranch tourism sites.

www.rptsweb.tamu.edu/tce/index. htm

www.Recreation.gov

Your one stop resource for recreation information on all Federal Lands. Your gateway
to America’s national parks, public lands, forests, lakes, wildlife refuges, and historic
and cultural sites.
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This publication includes the stories of rural
regions and small communities that have
developed successful tourism programs.
These rural communities rely on their most
important resources—their people, culture,
history and natural resources. They have
found ways to create linkages that tie
attractions and visitor services together into
a comprehensive visitor experience. Most
of these projects involve careful planning,
incremental changes and gradual growth
designed to respect local resources and
values. In addition to outlining the issues
faced at the outset, each story describes how
the community addressed those issues and
shares the measurable results of their efforts.

Alist of partners is induded with each story.
The lists are not comprehensive, as there
are often many additional organizations
and individuals who have helped make a
program successful. Instead, the lists incdude
the primary sources of additional informa-
tion for readers who want to learn more
about a project.

Stories Across America is intended for any-
one who is working on (or considering)
rural tourism development. This includes
professionals and volunteers in tourism,
economic development, Main Street revi-
talization, the arts, recreation, agriculture,

historic preservation, and conservation as
well as elected officials and other interested
citizens. No one approach will work for
everyone. Local communities must decide
which approach best complements their
goals.

The experiences shared in this publication
include a wealth of ideas and sound advice
for those hoping to capitalize on the bene-
fits offered by rural tourism. While the
stories included here illustrate a variety of
approaches to meet the individual needs
of each area, all the stories demonstrate
the critical importance of partnerships as
well as strong and dynamic leadership.

Working together offers several distinct
advantages. First, by packaging diverse
attractions together, a rural region can create
greater visitor appeal with a critical mass
of things to see and do. Second, pooling
human and financial resources shares the
burden of responsibility. No one organiza-
tion is shouldering the entire responsibility
to develop and promote the region.

Strong leadership is also a ritical ingredient
for success. Readers will find a number of

stories where a key individual provided the
spark to get the effort going and the guiding
leadership to keep the effort on track. Look

URAL TOURISM IS ALL ABOUT, AND AN
UMBER OF REMOTE AREAS AND SMALL
IDING THAT THERE ARE MORE OPPOR-
iRURAL TOURISM THAN EVER BEFORE.
MﬁERICAN TIME SQUEEZE” IS CHANGING
ITS, CAUSING AMERICANS TO TAKE
FREQUENT TRIPS CLOSER TO HOME.

for the leaders in your own community and
support their efforts to make your commu-
nity a better place to visit and live.

Featured stories embody the five guiding
principles for successful and sustainable
tourism developed by the National Trust
for Historic Preservation—collaborate; find
the fit between the community and
tourism; make sites and programs come
alive; focus on authenticity and quality;
and preserve and protect resources. These
five prindiples, along with the four basic
steps for getting started, are described in
greater detail in the National Trust's publi-
cation Getting Started: How to Succeed in
Heritage Tourism.

An interagency working group has guided
the development and shared in the cost
of compiling information on these rural
tourism case studies. The key partners and
sponsors for this initiative are:

United States Department of Transportation
Federal Highway Administration
United-States Department of Agriculture
Economic Research Service
Forest Service
Natural Resources Conservation Service
National Endowment for the Arts
America’s Byways Resource Center
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TOURISM DEVELOPMENT
Your Place in Serving the Visitor
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Introduction

The traveler or tourist who comes to your community should
have the very best and most pleasant places to stay, dine,
and see. Your employment in a tourist facility makes it
necessary that you do everything you can to make tourists
feel welcome when they arrive and help them to enjoy

}themselves while they are visiting your community. You
should do your best to see that they are satisfied and happy
when they leave.

http://www.msue.msu.edu/imp/n ' 11/25/2003
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This handbook is designed to:

Help localities decide whether or not to pursue visitors and their dollars, and, if that

decision is positive:

¢ To help communities become aware of both potential benefits, challenges and
costs of tourism development to the community

¢ To provide the basic framework for doing so

¢ To assist communities in the development of a marketing and promotion
program by providing the basic information necessary to accomplish this

The material included within these pages is primarily directed toward small towns and
rural areas. However, it can also provide useful information to representatives of larger
cities. It is meant to be used as an introductory planning guide or "tourism primer."
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ASSOCIATION FOR
INTERP RETATION

NAI exists to meet the needs
of those involved in discover-
ing and commimicating the
meanings and relationships
between people and their
natural, historical, and cul-
tural world. “Sharing what
belongs to us all”, NAI's
motto, conveys the mission of
interpretive professionals
engaged in the challenge of
facilitating this sharing
process.

For more information about the National
Association for Interpretation contact:

NAI
PO Box 1892
Fort Collins, CO 80522
303/491-6434
Fax: 303/491-2255

Cover photo courtesy of South Bend Tribune - Paul
Rakestraw. Inside photos courtesy East Bay Regional Park Dis-
trict - Nancy McKay. Brochure design by Dragonfly Graphics.

printed on recycled paper

FENATIONALI
“ASSOCIATION o
INTERPRETATION

A good interpretér is sort of a Pied
Piper, leading people easily into new
and fascinating worlds that their sen-

“ses really never penetrated before.

--Yorke Edwards




What is the
National Association for
Interpretation? -

NAI exists to foster excellence in interpretation
and support for the interpretive profession. NAl is
proud to have a national leadership role in foster-
ing professionalism and the highest standands in
the interpretive field. NAI is primarily a volunteer
organization. Its accomplishments are the result of
the energy and involvement of its members.

Members come from a wide range of back-
grounds. They are naturalists, educators, nature
center and museum personnel, park rangers, tour
guldes, recreation specialists, writers, exhlblt de-
signers, and historians.

The organization is administered by an Execu- -
tive Board and.ten Regional Directors elected by
the membership. An Executive Director manages
the daily operation of the association. Membership
in the national organization entitles you to partici-

pate in Regional activities. Some Regions have local -

Chapters that provide member services within a
smaller geographical area.

Membership Sections provide specialized activi-
ties to members with unique professional interests,
such as the Federal Interagency Councﬂ and Natlve
American cul-

tural interpret-
ers.

For a com-
plete list of
Regions,
Chapters, and
Sections, con-
tact the NAI
national office.

What is an Interpreter? -

An interpreter is a communicator who combines
an understanding of natural or cultural history
with a love for sharing knowledge and feelings
with others. They use the skills of an actor, teacher,
and researcher in communicating information and
creating educational experiences.

Interpreters are employed at parks, historical
sites, museums, nature centers, zoos, public forests,
resident camps, and anywhere educational and rec-
reational opportunities are offered to the public.
The specific duties of an interpreter are as varied as
the sites at which they may work. Interprete’rs may,

for example:
2 conduct educational activities for school
groups

& plan and present programs to the public
# re-enact historical occurrences or cultural life-
styles
demonstrate crafts and skills and provide
hands-on learning opportunities -
w  write articles, television, or radio scripts; or
design slide presentations
design trails, brochures, interpretive exhibits,
and signs
i research flora and fauna or historical aspects
of an area
#  administer visitor centers, museums and in-
terpretive services
Many interpreters perform all of these duties.
Interpreters are known for developing skills in a
variety of areas to increase people’s awareness and
understandmg of cultural and natural resource
issues.

124

The chief aim of interpretation is
not instruction, but provocation.
--Freeman Tilden
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Business Enterpris

BEST
es for Sustainable Travel

Update 2001
Conference Broad

Stimulating Demand for Sustainable Trave:
and Tourism among the industry’s Customers

Educating the Consumer

It is an industry axiom that an informed and engaged
traveling public is vital to the establishment and
advancement of sustainability. To create such an ethos,
BEST has entered into a media partnership with
National Geographic Traveler, one of the leading travel

magazines in the field.

In each issue, the five million readers of National
Geographic Traveler are educated about trailblazing
comparies and organizations engaged in activities that
benefit destination communities. Feature subjects for
each a.lr-ticle'are drawn from the BEST database and
profiled under the heading, “Best Practices.”

Other strategies and alliances are being pursued to
expand traveler understanding and support of exemplary
industry practices, from the reuse of towels and sheets
in hotels to the charitable support of local communities.

Demonstrating Consumer Demand

In an initial effort to assess and demonstrate customer
interest in sustainable travel, BEST conducted a survey
of executives from the nation’s 2,000 largest foundations.
Its results were reported in both the Chronicle of
Philanthropy and Foundation News and Commentary.
Through the survey, BEST learned that foundation
executives prefer hotels and airlines that implement
socially and environmentally responsible practices.

In fact, 80 percent of those executives surveyed said
they would like to be informed of a hotel’s social and
environmental practices, and 73 percent would like

to have similar information regarding airlines. Cultural
tourism also has a particular appeal to grantmakers.

BEST Update 2001

Close to 80 percent of survey respondents said they
would be willing to add extra time to their travels in
order to gain a better appreciation of the unique flavors
of a host community—32 percent would be willing to
spend an extra day. The travel preferences of foundation
and corporate-giving executives demonstrate a willingness
to be socially and environmentally responsible travel

consumers.

This year, BEST is collaborating with the Travel
Industry Association of America and the National
Geographic Society on a first-ever report focusing on
U.S. travelers’ perceptions and attitudes about the

environment, and cultural and heritage preservation.

Best Practices appears in the “Smart Traveler” department
of each issue of National Gesgraphic Traveler.

The Conference Board



Why Target Travel

and Tourism?

The World Travel and Tourism Council (WETC) estivnates that

in 2000, travel and tourism generated, divectly and indirectly,

200 witlion jobs worldwide. This accounted for 117 peroent

of the global gross demestic preduct (GDP). By 2010, these

figures will jump te §6.7 willion in GDP and 253 million jobs.

Increasingly, in many countries and regions both large
and small, tourism is the anchor of the economy.
Communities look to tourism to maintain their human,
cultural, and natural assets. In 22 rural counties in North
Carolina, for example, Handmade in America has enabled
the area’s craft heritage to endure by creating a “heritage
corridor,” stimulating travelers to visit 400 of the regions’
most fascinating and historical shops, artists, inns, restau-

rants, and galleries.

Travel and tourism jobs can be generated rapidly and
at relatively low cost, offering opportunities for women
and young people that would otherwise not exist. Tourism
jobs also tend to be concentrated in small businesses and
spread across local economies. As a result, tourism is often

one of only a few viable development options in many

emerging economies, and is routinely courted by
national governments, who regard the industry as
requiring relatively little financial investment, yet

yielding the greatest potential for creating employment
and wealth.

However, there is also growing recognition of the negative
effects that tourism can have on the quality of life of local
people, as well as on their environment and traditions.
Hotels have been built on sites of religious or historic
significance, natural settings have been spoiled to make
way for travelers, and local markets sell items that cater
to the tastes of visitors rather than residents. These
non-sustainable practices threaten to destroy the very
“product” that the travel and tourism industry sells:

cultures, traditions, heritage, and natural settings.



The industry itself is also facing stresses. These include
increasing competition, shrinking profit margins,
inadequate infrastructure, threats posed by technology,

and escalating taxes on travel companies and travelers.

In response, mariy travel and tourism companies have
adopted sustainable practices, benefiting their own
interests while contributing to the well-being of the
people and communities in which they operate. These
businesses have discovered that working in partnership
with local communities, visitors, and public authorities

leads to favorable results.

Most industry efforts to date focus on environmental
responsibility, But the environment is only part of the
picture. Travel and tourism also must be concerned with
the people in host communities—their culture, heritage,
and livelihoods—and the economic development of the
community itself. BEST has made it a priority to
address the social and economic dimensions of travel

and tourism.

their business extends to winning and maintaining the long-terim support
of its stakeholders.

4 BEST Update 2001 The Conference Board



Key Pursuits

Encouraging the Adoption of Sustainable

Practices within the Travel and Tourism Industry

Identifying, Documenting, and Promoting
Existing Examplary Practices

BEST researches travel-related companies to identify
examples of successful sustainable operations, and has
developed a database of more than 500 such enterpris-
es. Currently, this resource encompasses more than 80
countries, representing every subsector of the industry.
This was achieved through interviews with consumers,
nonprofit organizations, and industry leaders, as well as

Web site research and media monitoring.

Each quarter, a travel business is selected from .the
database to be profiled in our publication, BEST
Practices. These reports describe the benefits accrued to
communities, consumers, and the company as a result of
their successful sustainable initiatives. BEST Practices is
widely distributed within the industry, as well as to

trade associations, educators, and targeted media.

Past profiles can be found on the BEST Web site
(www.sustainabletravel.org), along with the latest press
releases and news on developing projects. The database
will go online in the near future.

6

Educating Current and Future

Industry Managers

In discussion with key industry educators, BEST dis-
covered that insufficient attention was being given to
issues of sustainability in educational and training pro-
grams, and that incoming and current managers were
not properly exposed to the field. A planning commit-
tee, consisting of scholars and educators from leading
universities throughout the globe, was organized to join

BEST in developing a program to fill this gap.

With the committee’s guidance, BEST convened a
regional think tank in South Africa in February 2001.
Subsequent educational summits will be held in Central
America and the South Pacific. The central objective of
these conferences is to produce a model curriculum on
sustainable travel, which will then be distributed to
hospitality and tourism education programs throughout
the world. Participants will be bringing a broad array of

travel expertise to the table, including economic,

BEST Update 2001

environmental, political, and sociocultural proficiency,
as well as more general knowledge in management,
planning, and facilities development. They will also
have significant research, teaching, consulting, and/or
management experience in the field of sustainable

tourism.

Engaging Industry

BEST endeavors to position itself as a “partner of
choice” in all of its dealings with other groups, whether
they are industry trade associations, multilateral institu-
tions, or nongovernmental organizations. Relationships
are forged through its own host institutions, The
Conference Board and the World Travel & Tourism

Council, as well as through its Steering Committee

The Conference Board



Helping Communities to Develop
Pilot Sustainable Travel Enterprises

Many communities do not yet reap any direct benefits
from tourism. Their rich cultural and environmental
assets are overlooked by visitors, often by virtue of their

geographic location.

BEST will seek to build new travel enterprises in such
_destinations. It will target those neighborhoods and
regions that lack the necessary resources to develop

tourist offerings.

The initial focus for this project is New York City. In an
effort to foster economic development and instill civic
pride among residents in diverse, less-visited urban
neighborhoods, BEST is launching an initiative called
“Promoting Community Tourism in New York City.”
With the support of the New York Community Trust
and the Rockefeller Brothers Fund, BEST is working
with anchor institutions in the city’s five boroughs to
design citywide programs that help select neighbor-
hoods develop viable and appropriate tourism offerings.

A second effort involves Mapping Tourism Practices

on Indian Reservations. Over the past 10 years, scores
of Indian tribes have created travel enterprises, such as
ranches, lodges, crafts centers, and wildlife preserves.
With the initial support of the American Express
Company, BEST, in partnership with the Western
American Indian Chamber, will identify and map tourist
facilities owned and operated by American Indian,
Alaska Native, and Native Hawaiian tribes, individuals,
and businesses. Using the information gathered in the
process, a directory identifying those enterprises that
preserve and protect indigenous cultures and the natural
environment will be published and distributed via CD-
ROM. This effort will enable tribal leaders to learn from

BEST Update 2001

one another as they seek to make their own enterprises

more sustainable and connect to potential markets.

Another effort has involved working with organizations
which seek to promote the culture and heritage of
Cuba by encouraging exchanges hetween North
American and Cuban cultural institutions. These
include the American Friends of the Ludwig
Foundation of Cuba, Fundacién Amistad, and the
Cuban Artists Fund. BEST staff have provided organi-

zational counsel to the leadership of these groups.

BEST is also continuously alert to new obportunities
where it can effectively use its resources to help com-

munities build new models of tourism enterprise.



members, who set broad policy. The latter includes
leaders and key executives from leading travel and
tourism companies, trade associations, nonprofit
organizations, and corporate citizenship organizations.
Recently BEST has also entered into a partnership
with the Sustainable Tourism Programme of the United
Nations Environment Programme (UNEP).

In 2000, BEST addressed major industry gatherings

in Wisconsin (the Second National Indian Tourism
Conference), Idaho (North America Meeting and Tourism
Planning Exposition) and Amman, Jordan (International
Peace through Tourism Conference). Highlights from
these speeches are posted on the BEST Web site and
have heen placed as op-ed articles in relevant media. In
addition, an article by BEST’s director, entitled “Travel
and Tourism in the Third Millennium,” appeared in the
inaugural issue of the British niagazine Sustainable

Travel & Tourism.

Michael Seltzer, Director of BEST, has served both as a
member of the planning committee and as a presenter
of a concurrent session held at the annual meeting of
the Council on Foundations in Los Angeles on the
topic, Mining Your Community’s Assets: Heritage/Cultural
Tourism as an Economic Development Strategy. He
participated in the Coalition for Environmentally
Responsible Economies (CERES) strategy meeting on
creating a market demand for “green” (environmentally
friendly) hotels. Ongoing working groups will continue
to address the green issues confronting the lodging and
consumer communities. In addition, Mr. Seltzer serves
on the Sustainable and Responsible Tourism Committee
of the Pacific Asia Travel Association (PATA).

BEST Update 2001

BEST also participated in the inaugural global meeting
of travel certification programs in November 2000 at
Mohonk Mountain Lodge in New Paltz, New York, which
brought together more than 45 leading programs repre-
senting all seven continents. BEST will participate in the
follow-up discussions as well, which intend to focus on

developing global standards for certification programs.

In 2001, BEST is scheduled to address six important
business gatherings on four continents, including the
International Tourism Exchange (Berlin); the Donors
Forum (anm1), the 50t Annual PATA Conference
(Kuala Lumpur); the Air Transport and the
Environment Conference (Paris); The Conference
Board 2001 Business, Quality, and Environment
Conference (Mexico City); and the PATA European
Chapters Meeting (Lisbon).

These efforts provide an opportunity to expand discus-
sions on environmental sustainability to encompass social
and economic dimensions. They also introduce BEST as
a valuable resource to new audiences, while building the
nascent field of sustainable travel and tourism.

The Conference Board 7
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P About TIA

Mission & Obijectives: The Travel Industry Association of America (TIA) is the Washington
D.C.-based national, non-profit association that serves as the unifying organization for all
components of the U.S. travel industry, the third largest retail industry and one of the largest
employers in the nation ’

Board of Directors: Listing of 2000 Board of Directors and Officers

Sustaining Members: Listing of TIA's Sustaining Members with Links to their Websites
Foundation: Listing of 2000 Board of Directors and information on Scholarhips.

Executive Team: Meet the TIA Executive Staff

Staff Listing: TIA Staff Listing by Departments

Programs & Events: Listing of TIA and the entire Travel Industry Events

Member Links: Searchable links to all TIA Members.

Membership: Explanation of TIA's member benefits, membership categories and dues structur
with online membership application and member information update form

P For TIA Members

* [nternational Pow Wow: Description of the travel industry's premier international marketplace
¢ Programs & Events: Listing of TIA and entire Travel Industry Events
¢ Travel Statistics & Trends: TIA is a leader in domestic travel economic and marketing researct

providing the aggregate statistical dimension that gives the industry meaning and impact amon
policy makers in government, business, education and the news media.

Publications: TIA publishes a wide variety of reports which may be

purchased individually or through a Subscription Package -- all

substantially discounted for TIA members.

TIA Awards Programs: Get details on TIA Awards programs

Press Programs: All the latest releases, US PR directory and other media info. available.
Member Links: Searchable links to all TIA Members.

Membership: Explanation of TIA's member benefits, membership categories and dues structur
with online membership application and member information update form

» Join TIA Now! _

Benefits & Services: Listing of TIA membership benefits

Categories & Dues: Information on Dues categories. and membership fees
Membership Application: Apply Online for TIA membership

Sustaining Members: Listing of TIA's Sustaining Members with Links to their Websites
Member Links: Searchable links to all TIA Members

» Travel Statistics & Trends
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_Domestic Research: Description of TIA's domestic research program w;th links to publications

International Visitor Information System (IVIS): Provides the ability to generate customized -

tables and graphs on international research data such as Market Share Indicators and
Demographic data from different countries
Economic Research: Read about the economic significance of the Travel and Tourism Industr
TIA Research Programs: ‘
o TravelScope: Detailed and geographically-specific data are collected on trip and travele
characteristics
o TEIM: TIA developed the Travel Economic Impact Model (TEIM) estimates the
expenditures, business receipts, employment, payroll, and tax revenues generated by
travel away from home in the U.S.
o Travel Forecast: A quarterly economic forecast newsletter on the U.S. travel industry
Research Links: Contains extensive listing of links relating to Travel Statistics & Trends

» National Councils

NCSTD: National Council of State Tourism Directors
STICDA: State Travel Information Center Directors' Alliance
NCDO: National Council of Destination Organizations

NCA: National Council of Attractions

ESTO: Educational Seminar for Tourism Organizations

P Government Affairs

Issues: Legislative issues of interest to the travel industry

Contact Congress: Different means of Contacting Congress

Get Involved: TIA is providing an opportunity for our members to get more involved in the
political process

Latest News: Bi-monthly compilation of travel and tourism-related

legislative and regulatory news and information.

Legislative Links: Links to websites with information about legislation affectlng the travel indust

» Press Room

Press Releases: Current and past press releases

¢ TravelNewsLink: E-mail based service that links journalists seeking information for news storie

with more than 800 travel industry organizations in the USA

U.S. PR Directory: Lists of the primary media spokesperson for state travel offices and more
than 100 leading convention and visitors bureaus in the U.S.

International Pow wow Media Directory: Preliminary list of international journalists attending
International Pow Wow and press kit guidelines

E-Spokesperson Online Directory

Travel Statistics & Trends: TIA is a leader in domestic travel economic and marketing researct
providing the aggregate statistical dimension that gives the industry meaning and impact amon
policy makers in government, business, education and the news media.

¢ Speeches: Full text of past speeches by TIA's President and National Chair
¢ Member Links: Searchable links to all TIA Members

P Publications

10/11/00 10:24 AM

-~y o



\ - Sitemap

http://www tia.org/about/sitemap.asp

Domestic Publications: Online catalog listing domestic travel titles and descriptions
International Publications: Online catalog listing international travel titles and descriptions
Manuals/Directories: Online catalog of TIA's directories and "how to" manuals

Newsline: Highlights of TIA's monthly membership newsletter

Shopping List: Summary listing of publications in your "shopping basket"

» Programs & Events

e TIA and Industry Meetings Calendar: Complete listing of all TIA and entire Travel Industry
events.

¢ |nternational Pow Wow: Description of the travel industry's premier international marketplace

Marketing Outlook Forum: In a sentence, "TIA’s Marketing Outlook Forum provides you with

more information on more topics than any travel industry event.”

Unity Dinner

ESTO: Educational Seminar for Tourism Organizations

State of the Travel Industry Luncheon

National Tourism Week

International Marketing Programs

TIA Awards Programs: Get details on TIA Awards programs

Press Programs: All the latest releases, US PR directory and other media info. available.

? International Pow Wow

USA Suppliers: Get information on applying for booth space and on-site schedule
International Tour and Travel Producers: General information and on-site schedule
International Journalists: Information for international press

International Pow wow Media Directory: Preliminary list of international journalists attending
international Pow Wow and press kit guidelines

P Links

e Comprehensive list of links to TIA member websites and other travel industry and related
websites

» Tourism Awareness

¢ National Tourism Week: Information on National Tourism Week and future dates.
¢ Year-round Resources: Links to the Tourism Works Newsletter, tourism awareness ideas,
camera ready artwork and the latest travel industry profile

» Buttons at Top of Each Page

e Search: Search the whole site for any report, meeting, cool link or any piece of information
® Feedback: E-mail to send us feedback
e Sitemap: Short description of the major areas in this site
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The Community Development Toolbox developed by the University of Illinois at Urbana-
Champaign. The Community Development Toolbox offers an online environment where rural
people pursuing community development goals are empowered to make better decisions as they

solve problems facing their community now!

Tllinois Tourism Network (ITN) ITN is the primary source for in-depth and up-to-date
information

about the Illinois tourism industry. Developed for the Illinois Bureau of Tourism, this website
provides a synopsis of important news about the Illinois tourism industry as well as national and
international travel and industry trends. Industry Stats and Market Reports provide the basis for
industry professionals to develop effective tourism marketing plans. A new section - eTools - was
developed to enable tourism industry professionals to more effectively develop and promote
Illinois tourism.

Developing Tourism in Your Community This links to an on-line version the document
Developing Tourism in Your Community a cooperative project between Texas Cooperative
Extension and the Texas Department of Economic Development.
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